Santa Fe, New Mexico systems on purchase behavior, subjective norm (including motivation to comply and normative beliefs regarding ESA), and ESA purchase intention. A hierarchial regression was conducted to understand if adding social influence of SNS as an additional component to Theory of Reasoned Action (TRA) provides greater predictive power for ESA purchase behavior intentions. Findings: Initial data analysis found all six scales reliable based on Cronbach's alpha. Therefore, in order to execute data analysis and determine relationships between variables, calculations of summed means occurred for each variable, as well as preliminary analysis to ensure no violation of the assumptions of normality, linearity and homoscedasticity. It was determined that it is possible to increase the prediction of ESA purchase intention through ES knowledge and ESA attitudes. F= 34.61) . Therefore, it is also determined that social influence of SNS and subjective norms do not predict ESA purchase intentions better than knowledge and attitudes. However, the additional variables are significant additions to the TRA model in that, when combined with the variables of knowledge and attitudes, predicts ESA purchase intentions to a greater degree.
Implications and Conclusions:
This research provides initial data focused on how SNS factor into an individual's subjective norms. As far as is known, no previous research has explored this relationship regarding purchase intention of ESA. This study contributes to the development of the Theory of Reasoned Action as the addition of these variables strengthens the TRA model, within the context of social networking sites, and future research should continue to examine these relationships. If ESA retailers can provide not only knowledge about environmental issues in the AT industry but also find ways to become influential "peers" on social networking platforms, findings from this study suggest ESA firms may, through subjective norms, increase consumers' intentions to purchase ESA. It is also necessary to note that consumers in general across the US have a very low knowledge of the environmental issues associated with apparel and textiles. SNS may be an effective place to provide that type of information based on the relationships between social media use and knowledge found in this study.
